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Abstract 
This dissertation was written as a part of the MSc in E-business and Digital Marketing 
at the International Hellenic University by student Xouridas Nikolaos under the supervi-
sion of Dr. Tzafilkou Katerina. 
Living on the era of the 4 th industrial revolution, the digital evolution, the radical trans-
formation of the market and the velocity of the technologic breakthroughs makes it, ab-
solutely, essential to have the user as the eye of the cyclone. On this stage, getting a 
consistent feedback from the side of the user and the maximum of data possible seems 
crucial for the further exploring of digital marketing. 
We identify that user engagement and user experience (UX) are the main pillars that 
could help on the successful built of marketing campaigns and surveys. This thesis has 
as main target to examine and research the impact that gamification could have on en-
gaging the user and providing a better user experience on marketing campaigns. Our 
method is based on building and testing different prototypes of marketing campaigns 
conducting an A/B testing between a gamified marketing campaign and an e-mail mar-
keting campaign. After that, we are using qualitative and quantitative research methods 
for the further analysis and results. 
Looking back at the whole journey of the MCs studies, I would like to thank my super-
visor Dr. Tzafilkou Katerina for the motivation and the guidance, the IHU students and 
the facilities for the perfect collaboration and environment provided. Last, I would like 
to specially thank my family for being my biggest supporter and my beloved Konstanti-
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1 Introduction 
It is known that the internet and digital marketing is running the 4th industrial revolu-
tion we live in our times. Huge information and data exchange, consistent communica-
tion, technological breakthroughs and a continuously changing environment are some of 
the main aspects that could describe our world. What is the key to survive and thrive in  
an environment like that? 
The answer is very simple and is found in the user. In digital marketing, consistently 
following the user´s needs and collecting data from his feedback has become necessary 
over the last years. Designing marketing campaigns which have the user as the back-
bone is the solution to anticipate the radical transformations coming on the field. As 
main pillars on this intent, we identify on this study the user experience (UX) for the 
part of the marketers and the user engagement for the side of the business. 
These two pillars are the basic and essential parts for the successful design of marketing 
campaigns. We identify how this affects the whole field and, on this research, we intend 
to dig dipper on a specific marketing channel, the e-mail marketing. The main target of  
this thesis is to insert the term gamification on this cycle and examine and research the 
impact that gamification could have on user experience and the engagement that it could 
provide through e-mail marketing campaigns. After providing details, in our literature 
review, for the current environment in digital marketing and defining the gamif ication 
term and trends within it we provide the theoretical part of how our main target is com-
bined with gamification process.  
On the third part of our study, we are developing our method and hypotheses based on 
building two different prototypes of marketing campaigns and testing them, conducting 
an A/B test between a gamification marketing campaign and traditional e-mail cam-
paign. What comes next, is the designing phase conducted for the evaluation of the two 
prototypes. This job is done through the building of user feedback mechanisms such as 
interviews and a questionnaire.  
On the fourth and fifth part, we are explaining how the data collection and analysis was 
realized. On chapter 4, we are explaining the data analysis followed for the examination 
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of the results which is done by using qualitative and quantitative research methods  as 
well as statistical analysis. Leading to the chapter 5, where we are presenting the f inal 
interpretations and results gathered by the whole research. Our ideas and the ultimate 
statements collected during the research are presented. 
There is a lot of work done for the presentation of this thesis. Our aim is to provide in-
sights and the base for further studies to be conducted. Our hope is that the f ollowing 
pages will support our case and provide knowledge to the reader. 
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2 Literature Review – Theoreti-
cal Background 
This chapter´s first intention, is to define gamification and explore its implementation 
and whereabouts on the digital market landscape combined with user experience com-
ponents. Then, it will present the main issues in gathering user´s engagement, explores 
the gap that gamification could find so that it could be established as a standard digital 
marketing feature. Finally, it will explain the research methods and f rameworks to  be 
followed through the execution. 
2.1 Digital Marketing Landscape 
Everybody knows that nowadays; digital marketing is, absolutely, essential and is shap-
ing the whole international market. No matter the industry or company size, it’s one of  
the best ways to grow the business and increase reach in the audience. To build a com-
pany and revenue, however, it is necessary to build and follow a digital marketing strat-
egy that is effective and brings results. 
The more effective types of digital marketing, or strategies as found in the literature , in  
today´s world are including: 
• Content marketing (offering the audience answers to its questions by publishing 
useful content such as: articles, blogs, social media, email, etc).  
• SEO (Search Engine Optimization: allows the content to rank in the top posi-
tions of search engines. Thereby, the website will be found by the user who is 
specifically searching for a specific product) 
• SMM (Social Media Marketing: uses social media to promote a brand, product 
or content) 
• Paid advertising (to advertise on the internet in order to appear higher on search 
engines and gain traffic) 
• Email Marketing (via email to keep the subscribers updated with useful and rel-
evant content, promote services or products and attract new users) 
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• Affiliate Marketing (using of content producers who are commissioned for each 
conversion they get for a product or service) [15] 
It is a very challenging world and in order to survive, consistent knowledge and re-
search of the market is needed. Marketers are constructing different marketing strategies 
and using different marketing channels according to the goals and targets of their cam-
paigns. The main challenges nowadays according to Hubspot research are: 
• Brand Awareness and Reach 
• Sales 
• Web traffic and Engagement 
• Conversions [9] 
A recent research by Altimeter, digital marketers were asked to rank their top priorities. 
According to the study, the top two responses were: 
- Using more data to create customized content that serves the customer journey 
(51%)  
- Investing in technology that enables real-time delivery and personalization of 
data (50%) [9] 
Heading to the last quarter of 2020, we see that this year is very different than any other 
since the huge breakthrough of the Digital Evolution. According to a survey conducted 
by Serpstat, the market is facing huge changes due to the COVID-19 and even though 
the general online traffic is increased by 27%, the conversion rates, brand awareness 
and engagement of the visitor seems to get decreased more and more. [19]  
Meanwhile, another report conducted by Hubspot, shows that the three primary goals of 
digital marketing campaigns still are the brand awareness & reach with 33%, sales with 
24% and web traffic and engagement with 22%.[9] What is more, the same study under-
lines and identifies as main needs of the marketers right now, the focus on understand-
ing the psychology of the users and tailoring promotional strategies so that audiences 
will have advertisements and content more relevant to them.[9] 
A third point affecting the way the digital market is being transformed is the accessibil-
ity, which seems more adapting and crucial than ever. Mobile commerce dominates the 
digital world and is currently achieving triple times higher increase in development than 
e-commerce. The main features attributing on these numbers and shaping the f uture of  
the market are the new technologies implemented AR and VR and the continuously 
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higher importance of running usability tests and having adaptive design on the websites. 
[37] 
Under these circumstances, it is seen that the necessity of engaging the user and provid-
ing him a better user experience seems to be the main challenge and on the same time 
the holy grail for the marketers. Finding new ways of attracting the user is vital f or the 
further success on the future of the area. As well as, collecting data and having insights  
on the behavior of the user could have a strong impact on this stage. This is what gami-
fication could provide in the current context of the market and following on we will see 
the ways that it could affect the digital world if used correctly. 
2.2 Gamification Definition and Landscape 
On the second part of the literature review we are trying to examine what gamif ication 
really means and what its current status on the research and market field.  
Reading on the research literature being published over the last 10 years regarding gam-
ification, someone could have various aspects on how to define and to  work with this 
term. Through that review, we can note that, even though a lot has been said and written 
about Gamification, this field of practice is still not mature enough to constitute a con-
crete and clearly defined user experience design method. [14] 
The majority of the studies are defining Gamification as: the use of design elements 
characteristic for games in non-game contexts as stated for first time in 2011,  [16, 24, 
28, 34] while others are using the following statement: the process of using game-
thinking and game mechanics to engage users and solve problems [2, 10, 20, 29]. It may 
seem that these two definitions are, more or less, the same, but not complete regarding 
what gamification really is and how we want to use it. We can state though, according 
to what Dr. Adamou is mentioning in her book, that these definitions could generate 
some other problems. If the reader has no experience regarding game mechanics and 
elements would face difficulties in the interpretation. For that reason, we will use a 
more developed definition suggested on the same book which seems to be widely  ac-
ceptable and states that gamification borrows superficial aspects of games to win on the 
engagement that games can create for activities that are not games. [2] 
In other words, gamification is borrowing game design elements, ingredients and com-
ponents to gain on the engagement and satisfy the human psychological needs, exactly 
like games are doing. This is what makes gamification a feature that is intrinsically  en-
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gaging the user, meaning that it is naturally winning his attention and willingness to 
continuously interact with it, so that finally the user gets satisfaction and enjoyment.  It 
is intrinsic motivation what digital marketing campaigns should target on and that is 
what the integration of gamification features on a marketing campaign could provide. 
To make it even simpler, the visitor who got fun browsing a website is more likely to 
recommend it to friends. The user who got fun reading an email with gamification f ea-
tures is more likely to open the next one. [3] 
So that the gamified marketing campaign to provide this type of motivation to the user 
and to be totally in compliance with the definition we provided, it should include game 
design features. These are the game ingredients, elements and components. And this is 
the exact difference if we could say in theoretical basis, between games and gamif ica-
tion, that in games we have to identify all the game features while in gamification we 
should definitely have the main game ingredients but the further elements or compo-
nents are on the hand of the designer or marketer to provide. Enriching the environment 
with all these game design features, as gamification does by its definition, we directly 
have a modification of the environment, thereby potentially affecting motivational and 
psychological user experiences. [29] 
2.3 Gamification Design Features 
This part of the literature review has as main goal to provide the gamification design 
framework to be followed and as well as to define the main ingredients, elements and 
components that are enriching all the process. 
 Starting from the motivational aspect and for the description and categorization of these 
game features, various researches have given different approaches as described in vari-
ous of our references. We will use a summed up and combined solution, the framework  
GARF, as described on the books Games and Gamification in Market Research and 
Computers in Human Behavior How gamification motivates. [2]  
The GARF framework, the name is given from the initials of each ingredient, identif ies 
that the 4 game ingredients are consisted of:  
• Goals (mission, target of the game, tasks for the user, goals) 
For example, except from the central goal/target of the game, there could be smaller 
goals that work up to achieving the ultimate goal. On the other hand, too many goals 
could create confusion to the user and could affect his perception on satisfaction.  [2] 
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• Autonomy and Opportunities (freedom to select different paths or stories in  the 
game, do different things, level up, gain points, different difficulties) [2] 
For example, exploring the virtual landscape, is a part that the users really enjoy and 
consider fundamental. 
• Rules (limitations in the game, outlining of the main target) 
For example, a specific character could do specific things or the way the movement 
is done only on the right side (super Mario). [2] 
• Feedback (game stats, standings, share in social media, play with friends) 
Can be constant and multilayered and are also including badges, leaderboards, per-
formance graphs. 
 
Figure 1: game ingredients triangle (source [2] Betty Adamou, 2018) 
 
The goal is in the center and every other ingredient links back to and works around the 
goal.[2] 
The GARF framework is a good opportunity to refer in detail on a misconception that 
appears in most of the researches. Gamification or game is consisted of all f our game 
ingredients. Applications or intents that are designed with only one or some of them are  
not resulting in gamification features or game. All of them together, are creating con-
sistent interactions that provide the feeling of a game and are vital to have in mind when 
designing a campaign with gamification features. [29] 
Moving on the game elements found in the studies, it could really add some value in 
designing a gamed based survey or campaign to include some of the below: 
• Avatars (characters, visual representations),  
• Audio features (sound effects, music),  
• Environments (role play, different worlds). [2, 10] 
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These elements are enriching the experience of the user by providing shared goals and 
missions, feelings of relevance between them, impassionate them with the sound effects 
and music and finally make the user enjoy the experience. Gaining enjoyment is the 
most important thing as this feeling is the barometer for a gamified campaign to  make 
the difference on the results. [16] 
Now, looking on some basic components that could embody the gamification features in 
a digital campaign are: 
• The cooperation/rivalry (collaborate with other players or play against other 
players, share in social media and compete) 
• Aesthetics (graphics, style, colors) 
• Narrative (the story line, the heroes, the relation between game-campaign) 
• Bonus features (different chapters, weapons, game styles) [2, 34] 
We see that these components are involved in order to provide a more complete experi-
ence to the users. The game designers should pay attention when designing and using 
these components as this could affect the outcomes of any campaign. Imagine a whole 
game built, with all story line, heroes, villains etc. that has nothing to do with the prod-
uct or the service that has the intention to advertise.  
All these features combined harmonically is how gamification of a marketing campaign 
could be designed and what it could be consisted of . By making different combinations 
of these game features we can provoke enjoyment and engagement reactions to the user 
in different ways, so that we finally could have a more effective marketing campaign 
that gathers audience and generates traffic.  
One of the insights of HubSpot research done in 2020 shows that, digital marketers in  
the following years will be all about reducing complexity (even more) and creating a 
concise and transparent user experience. In the end, the goal must be to  provide users 
with the information they want, when and where they need it. To achieve this, a com-
pelling and straightforward design, adhering to accessibility standards and personaliza-
tion are indispensable. [9] In other words, marketers are looking for new ways to  track 
their users and get information about them but also provide answers on the same time. 
Gamification could be the solution to that as it is not only the user experience and en-
gagement that is enhanced by the using of game features. Gamification is synonym to 
data collection as well. [23] 
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2.4 Gamification for data collection 
On the fourth part of the literature review we are going to investigate the connection 
between gamification and data collection, what is the main reason why and what are the 
outcomes of this connection. 
Looking at what the game design ingredients, elements and components consist of we 
will see a data treasure. For every reaction that the user has, for every click that the user 
does, for every second he spends on a website, data is collected. From the avatar that he 
selected to create, from the role play he have chosen to follow, from the way he inter-
acted and the goals he achieved. [23] Everywhere are hidden data. Gamification pro-
vides a whole different possibility of data collection for market researchers and makes it 
clear that further research and studies are needed. 
As identified in the introduction, today digital marketers and researchers are searching 
for effective solutions on gathering user data. Data collection is the holy grail on today ś 
world and the application of gamification features could be the solution. There is a very 
important reason for which data collection is done so efficiently with gamification fea-
tures and is the one below. 
Willingness of the user: the number one reason has to do with the intention of the user 
to play. It is a very basic need that provides so much on the same time. Involving gam-
ing features to everyday tasks could affect radically the enjoyment and the feeling of the 
user without even noticing it. [16] Imagine advertising a product or asking for the audi-
ence´s opinion about a product by simply giving them the opportunity to  play a game 
and spend some time on the website. [23] 
The user is fulfilling his psychological need for satisfaction and is having a better expe-
rience, while on the same time he is willing to give his feedback and provide infor-
mation. We have seen in various studies of human behavior that there are three basic 
psychological and intrinsic needs: the need for competence, the need for autonomy, and 
the need for social relatedness. [27] 
• Need for competence: it is assumed that all humans need to feel success and ef -
ficiency when they are interacting in a different environment. 
• Need for autonomy: As explained in the previous chapters, it refers to freedom, 
willingness and decision taking in fulfilling a certain task. 
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• Need for social relatedness: This is the social feelings that each human has and 
have to do with feelings of belonging, attachment and care with other groups of 
people. [23] 
What is more, if we focus on the most popular mobile games in the market right now, 
Angry Birds, Candy Crush Saga, Flappy Bird, we can identify that they helped to intro-
duce the world to the freemium model. The freemium model is a strategy that involves 
providing a game for free, yet monetizing it through other means such as ads, in-app 
purchases and data collection. Data collection is one aspect of monetization that most 
people realize exists but don’t fully understand how it works.  [25] An app or game is 
delivered free to boost the exposure it has and introduce the experience to a larger audi-
ence. In the background, it both collects and analyzes incoming user data that can be 
leveraged several ways. It’s not just about selling data to other providers and potential 
parties—it’s more about collecting the information to learn and prepare future actions 
and services. [7] 
In gamification marketing though, it involves motivating participants to engage more 
with the help of game-related mechanics and infrastructure. The important point is that 
it doesn’t necessarily involve a full game. Whatever part of the campaign it is enhanced 
or improved upon existing processes to inject fun, garner engagement and upgrade the 
general user experience. [7] The success of a gamification concept depends on the 
quality and speed of the information that is returned to the user, the feedback loop. The 
better this content reflects the user’s interest, the more involved the user will be. [25] 
Designing a gamified campaign where we could have various combinations of game 
elements and components could provide different experiences and provoke different in-
teractions and feelings to the user. [2] This way the psychological needs of the users are 
matching with the game design elements and are providing all these interactions to  the 
user. In addition to this, these campaigns because of the gamification features are at-
tracting higher audience and have a bigger pool of data collection.  [27] The most im-
portant thing, marketers are getting insights of these interactions resulted and what they 
really have in their hands are information and data. Gaining the user´s enjoyment and 
engagement it automatically comes the data collection. [29]  
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2.5 UX Design in Gamification 
This chapter of the literature review examines the User Experience design and what ef -
fect does the concept of gamification brings to the way the user is experiencing a mar-
keting campaign. 
User Experience design plays a very crucial role in the digital world. It is mainly used 
for the enhancement of the experience that a user has when interacting with an applica-
tion, game, software, marketing campaign. From its definition, UX design is the process 
that design teams use to create products that provide meaningful and relevant experi-
ences to users. [22] 
A UX designer is concerned with the entire process of acquiring and integrating a prod-
uct, including aspects of branding, design, usability and function. [9] In other words, 
UX designers don’t just focus on creating products that are usable; they concentrate on 
other aspects of the user experience, such as pleasure, satisfaction, efficiency and fun.  
As a result, we result that UX design includes usability which refers to ensuring that in-
teractive products are easy to learn, effective to use, and enjoyable from the use r’s per-
spective. [30] If we would state a main distinction of the two definitions, we could say 
that the UX goals are responsible for an interactive product to be aesthetically pleasing 
while the Usability goals are aiming more for the efficiency of the product. [9] 
The UX design goals are focusing on how the users experience the website or the appli-
cation rather than assessing how useful or productive a system is. It is also including 
the, so called, micro-moments these micro-interactions and designing them in that way 
that they will affect and impact the UX. The literature defines them as a range of  emo-
tions and felt experiences which are divided in two aspects. The desirable ones (satis-
faction, enjoyment, engagement, excitement, challenge, fun, emotional fulfillment, so-
ciability, motivation) and the undesirable ones (boring, frustrating, annoying) [27] 
The Usability goals have the intention to measure the effectiveness, the efficiency and 
the satisfaction that the users are getting from achieving specific goals in a specified 
context of use. [16] These goals could include smaller goals that are including utility, 
learnability, memorability and safety of the application as well. 
To measure these goals, it is necessary to construct specific research methods depending 
on the specific goals the designer is aiming to achieve. A UX designer is mostly focused 
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on, user research, creating personas, designing wireframes and interactive prototypes as 
well as testing designs. [30] 
Gamification comes as a UX design method to enrich and evolve the UX by affecting 
the UX goals but on the same time providing usability. What is more, it provides a 
stimulus that typically elicits specific responses. This stimulus, when enhanced with 
game elements, modifies the environment and affects the cognitive and affective states 
of individuals. [16] The cognitive state refers to acquisition, processing, retention and 
retrieval of information that goes through the individuals’ minds. Cognition refers to 
internal processes of the mind and includes attention, beliefs, comprehension, 
knowledge and memory. [11] Today the method of gamification is widely used in  de-
sign since it is thought to help to solve many problems in UX. The appropriate use of 
gamification and well-chosen game features can become a valuable tool for UX design-
ers on the way to increasing user engagement of the product as well as conversion rates. 
[27] People enjoy the interactive process full of challenges, fun and competitive spirit 
like video games, so they are encouraged to go back and even share it with their friends.  
Furthermore, the game features are the powerful motivators for the users and are enrich-
ing all this experience. The game elements set the goals, the environment and the 
awards that are promised to those who accomplish them. [9] The curiosity, the excite-
ment and the reward drive people to continue performing various tasks and spend more 
time on the application or the website and finally have more interactions with it. 
On the last part of the literature review, we will have a summarized presentation of what 
previous researches and literature has offered, what were the main differences and the 
gap we have found to apply the theory and research on. 
2.6 Related Works 
On the last part of the literature review, the bibliography and the researchers examined 
are summed up in order to map the way and find the gap for our research study.  On the 
below paragraphs, two comparison tables are presented so that we had a view of the 
current status on the research field for this literature review. 
Firstly, we compared the publish date of the literature gathered on gamification and on 
which this research is based. This was in order to put in context this research study and 
follow the trends of the last decade regarding research on gamification. As we saw on 
the previous parts, the first widespread definition in literature comes from 2011, but be-
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yond the definitions and experiences, the application of gamification techniques in  dif -
ferent contexts has increased in the last years, becoming a promising trend in many are-
as. [24] This pattern is depicted on the below table: 
 
Figure 2: References used per publishing year 
For the research process, the selection of the bibliography was done for a total of 37 
research studies and scientific articles. It is easy to notice the increasing pattern of 
literature year by year and it is due to that the pool of search hits and attention of the 
audience is more and more focused on gamification and its outcomes  on the research 
field. 
For the second comparison on the references selected for this study, the target was to  
present them by context of the studied implementations. Context of gamification refers 
to the core service or an activity being gamified and its application on the research. This 
way, the mapping of the current research background is easier to be constructed. The 
selected categories are the ones as divided on the above sections of the literature review. 
So the below comparison table was created: 
 
Figure 3: References used per context of research 
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The majority of selected studies, are focused on user experience, data gathering and 
how is gamification affecting on these procesess. [14, 16, 17] A lot of emphasis is given 
on these studies as they consist of the backbone of gamification effect in the digital 
world. Three out of four studies focused on education, are conducted about mobile users 
and game learning applications using the principles of gamification, which is currently a 
huge trend. [3, 11] Surprisingly, none of the studies were explicitly conducted in a 
marketing context (perhaps excluding [1]), although gamification has been especially 
touted as a potential marketing strategy. This is what this research is aiming to 
investigate. 
The literature review revealed the process on which a research gap is existing and on 
which this study is focusing on. Digging on the latest studies and applying gamification 
on digital marketing context is how our methodology was developed and which it is 
explained on detail on the following chapter. 
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3 Research methodology and 
Hypotheses 
In this section, the methodology and the hypotheses used for this research will be pre-
sented. To explain and analyze all aspects of our research method we could say that the 
methodology developed consists of six stages: 
1. Formulate the hypotheses 
2. formulate general aims and specifications, 
3. design prototypes of marketing campaigns, 
4. data collection,  
5. data analysis, 
6. reporting and interpreting the results. 
The first three stages will be elaborated in this section. The last three parts will be dis-
cussed in the following sections, respectively. 
3.1 Hypotheses 
We have investigated on the previous parts of the literature review, the current state of  
digital marketing world, what gamification and UX design is and how are gamification 
elements affecting the user experience. Now is time to make the connections between 
them and form our research model and framework to be followed. 
Our aim from the beginning of the research is to build prototypes of a traditional mar-
keting strategy and a marketing strategy that involves gamification features. Secondly, 
the intention is to measure and compare them on specific UX design aspects. The com-
parison would be assessed from the side of enjoyment, gather of attention and engage-
ment on the brand, and the research will be conducted with a questionnaire survey and 
interviews. The intention is to gather a specific number of participants, allocate them 
randomly to interact with one of the designed marketing campaigns and then provide 
their feedback through the questionnaire or the interview. 
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For the marketing strategy we selected e-mail marketing as our marketing channel and 
strategy. We selected e-mail marketing for two reasons. As we saw on the literature, 
there are a lot of marketers who consider e-mail marketing is dead and that is because of 
the huge volume of marketing campaigns and the difficulty from the user perspective in  
clarifying the distinction between spam and useful information. The second reason is 
that although, e-mail marketing is considered dead by some, it continues to be the most 
effective way of promoting products and engaging subscribers with useful and relevant 
content. The participants of the research will receive an email, either the traditional 
campaign or the gamified approach. The aim of the campaign will be brand awareness 
and promoting of products.  
On the next stage, as the participants will have interacted and experienced with the 
campaigns, they will be asked to provide their feedback for the specific campaign they 
received by answering the questionnaire. Depending on the circumstances some inter-
views may be contacted as well. To design our research model and build up the ques-
tionnaire we made some hypotheses in order to better focus on and clarify our aims and 
targets of the research.  
According to what we have seen on the UX design theory, the interaction with the email 
campaigns will provide a stimulus to the participants. Our research focuses on attention 
of the individuals during the campaign and on the excitement that is providing. Tradi-
tional online surveys often provide a monotonous, expected environment that results in  
response set bias, or extreme responding as the respondents’ attention decays . [1] Since 
gamified email will have a different design, they are likely to influence the users differ-
ently by keeping their interest for longer time. Thus, we are resulting on our first hy-
pothesis that gamified campaigns will affect the individuals’ cognitive reactions by in-
creasing their attention and excitement.  
H1. Gamification campaign will influence cognitive reactions of the participants by in-
creasing their attention and excitement. 
The literature suggests that affect can have more explanatory power than cognition un-
der certain circumstances, and individuals often experience greater similarity  in  af f ec-
tive reactions than in reason-based or cognitive assessments. Gamification marketing is  
known to provide hedonic benefits such as enjoyment, and gamif ication has been in-
creasingly used to enhance user experience by adding fun to existing marketing strate-
gies. [10] Applied to email marketing, our proposition suggests that gamification modi-
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fies the environment by presenting a stimulus that influences the affective state of  the 
participants and increases their enjoyment. 
H2. Online gamified survey systems will influence affective reactions of respondents by 
increasing their enjoyment. 
We see that applying the gamification ingredients framework and developing all the 
game elements and components require more effort to be created, gamification may 
serve as a positive differentiating factor in the UX design. [1] In addition, online envi-
ronmental factors may impact the consumers’ emotions and intentions and finally create 
brand awareness. [36] As gamification is perceived as more enjoyable and f un, it may 
serve as a strong differentiating factor for the side that it is proposing it.  Following all 
the above we reach for our last hypothesis and we could state that: 
H3. Companies and Brands employing gamification marketing will be preferred over 
those employing traditional marketing campaigns. 
Defining the three main hypotheses as the basis of the research is very basic in order to  
shape our objectives and tasks. We continue by providing the further aims and targets as 
well as the specifications and details of the research model. 
3.2 General aims and Specifications 
Having clarified our main goals and hypotheses for the deployment of our research 
model and designing of the prototypes we will continue with our methodology analysis  
focusing on formulating the aims and specifications, explaining of the applications and 
software to be deployed and used for the designing part and execution and finally  we 
will define the data collection and analysis process with the design of the questionnaire 
structure. 
3.2.1 General Aims 
The aim of this research, as explained on the previous on the part 2.6  and the three hy-
potheses we set, is to analyze how respondent’s motivation, enjoyment, and brand 
awareness is affected by the addition of gamification features to an email marketing 
campaign.  
For this reason, there we were initially built two different prototypes of e-mail market-
ing campaigns. The first of which was designed based on the traditional newsletter can-
vas with the intend to promote the brand, the products and reach the consumers. The 
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second scenario was designed as a gamified e-mail marketing campaign which would 
promote the brand and the products, reach people and users through gamif ied experi-
ence and material. 
For the measurement and the analysis of the values mentioned above, for gathering the 
feedback and valuing the experience that the user had with the built prototypes, we had 
to create a survey. For the execution of this process, an online (non-gamified) question-
naire have been developed to compare the interactions of the respondents that interacted 
with the traditional email campaign and the respondents that experienced the gamified 
mail campaign. On the following paragraphs, we analyze the specifications and way of 
working for the building of the survey as well as the tools and the approach with which, 
the e-mail marketing prototypes were built. 
3.2.2 Specifications 
This research is both deductive and inductive: it has a deductive approach since existing 
concepts as presented in theory and are used to design both the campaigns and the sur-
veys, and it has an inductive approach since the aim is to gain knowledge and new in-
sights based on the collected information regarding gamification. Specifications has 
been developed for two specified sections, the respondents and the instruments used.  
3.2.2.1 Respondents 
For the purpose of this study, except from the technical part and the building of the pro-
totypes, one questionnaire survey and an interview part were created. The initial target 
is to complete the questionnaire and furthermore, if possible, to conduct some inter-
views as well. Both surveys evaluated the cognition stimulus and the general feelings of 
the respondents while interacting with the email campaigns, having as a backbone the 
three hypotheses explained before. Both surveys, as well the whole research, has been 
designed in English.  
The gathering of answers for the questionnaire took place from 1st of November until 
15th of November at 23:59. The total responses gathered in the survey were 61, one was 
excluded from the total due to biased information. 30 of them were collected for the tra-
ditional survey and 31 for the gamification campaign. The average age of the respond-
ents was in the 26-35 years zone with 57,4%, coming second the ages between 36 -45 
with 23% and following next the youngsters with 16-25 years old at 11,5%. Finally, ag-
es between 46-65 years old was the group represented at 8,2%. As of the gender, 29 
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women (47,5%) and 31 men (50,8%) have answered this survey, while only one person 
has decided not to specify it (1,6%). Regarding the education of the respondents, the 
vast majority (93,5%) have completed university studies, either only bachelor at 36,1%, 
master at 52,5% or doctorate at 4,9%. For the professional field of the respondents we 
will mention the ones represented more and which were Finance at 26,2%, Business at 
14,8%, Marketing at 13,1%, Education at 11,5% and Information Technology at 8,2%.  
When analyzing digital marketing knowledge and experience, we saw that 41% men-
tioned that they know what it is, 29,5% stated that they are fully confident with the con-
cept and have experience on it, while 16,4% mentioned that they have heard the termi-
nology but are not aware of what exactly it is. Only 13,1% responded that are working 
on digital marketing sector while one of them responded that is a master. These re-
sponses go in pair with the percentages of people responded that working in marketing 
or Information technology sectors. Regarding e-mail marketing channel awareness, 
there was only one negative response saying that have heard the term but is not aware 
with. 98,4% of the respondents mention that they are aware with the concept and are 
either simply aware by receiving newsletters and promotional e-mails (60,7%) or have 
experience in designing them (32,8%) or finally 4,9% stated that are master on this 
field. Regarding Gamification concept awareness, nothing worth mentioning has been 
found as 36,1% said maybe, 37,7% said no and 26,2% said yes,  however, when they 
were asked how they are perceiving the concept, the majority of the respondents select-
ed the correct answer, receiving promotions and advertisements designed with game 
features with 65%. 
3.2.2.2 Instruments 
Questionnaire: 
The questionnaire survey has been designed on Google Forms. The intention was that 
the questionnaire, to be made based on the 10 practices proposed by survey monkey, 
which seek to increase the effectiveness and quality of collecting information . These 
practices could be summarized on the below points:  
1. define a clear, attainable goal for the survey 
2. keep the more personal questions to the beginning or the end 
3. do not let the survey get too long 
4. focus on using closed-ended questions 
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5. consider a survey incentive 
6. do not ask leading questions 
7. keep the answer choices balanced 
8. avoid absolute words or phrases in the questions 
9. avoid asking double-barreled questions 
10. preview and test the survey. [15] 
The survey consists of 27 questions and it was divided in two parts:  
First part: The first part of the survey consisted of 8 questions and it was mainly the 
demographic questions. Since the terms digital marketing, e-mail marketing and gamifi-
cation are relatively new, it was also focused on finding out if respondents know th ese 
terms. However, if respondents selected answers showing they did not understand the 
terms, the survey was terminated for them. 
Second part: In this part the main questions were developed, and it was 19 questions in  
total. It was built to provide the main feedback on UX and engagement after interacting 
with the two different prototypes of e-mail marketing. Likert scale questionnaires are 
common when measuring motivation and User Experience of the respondents, there-
fore, each question in this part was designed using this scale. Respondents had to 
choose between the next five options: Not at all, no, not sure, yes, definitely yes . The 
negative questions were mixed with the positive ones in an intend to make a better col-
lection of data and discard the answers that were providing bias. Only one respondent 
was finally rejected. 
For the clarification of the purpose for each question and the detailed analysis, the f ol-
lowing table was constructed. 
Table 1: Survey Questionnaire Constructed 
Constructs Items Questions 
Attention 1 Did the campaign grabbed your attention 
5 Did you wish to spend your time differently 
6 Did you find the content of the campaign interesting 
11 Were you thinking of other things during your interaction with the 
campaign 
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15 Did you feel like you wanted to check your mobile phone 
Excitement 4 Did the campaign make you feel challenged to win 
12 Were you seriously interacted with the campaign 
16 Are you interested to share your experience with your friends 
19 Would you say that the campaign was boring 
Enjoyment 2 Did you enjoy the campaign 
7 Did you think that the interaction with the campaign was fun 
9 Did you feel that time pass quickly during your interaction with the 
campaign 
18 Are you expecting for more campaigns like that from now on 
Brand  
Engagement 
3 Did you find the campaign different from the usual ones 
8 Are you looking forward for further campaigns from the brand 
10 Are you looking forward for the rewards/promotions/discounts of  
the brand 
13 Would you like to receive more campaigns like the one you inter-
acted with 
14 Did the campaign help you to recognize new products of the brand 
17 Does the interaction with the campaign change your opinion for the 
specific brand 
 
Regarding the questions structured on the above table we could state that: 
• The question items 5, 7, 9 and 13 were based on the research conducted in  cita-
tion [15, 17]. 
• The question items 6, 11, 12 and 16 were developed by consulting the research 
made in citation [29, 34] 
• For the rest of the questions, the analysis was made through the general research 
and they were selected to measure the specific metric and category of user inter-
action and experience. 
The questionnaire survey was ended with a gratitude message and another message 
providing the email address of the researcher in case the participants wanted more in-
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formation about this study. At the end of each part, participants were asked if they have 
left an incomplete survey, in order to complete the questionnaire avoiding bias due to  
questions without answers. In order to be as transparent as possible, the full version in  
English of the survey has been added to Appendix. 
Interview: 
The interview part was conducted via Skype and Webex applications. The total number 
of participants on the interviews were 6 people, considering 3 respondents for the tradi-
tional email campaign and the other 3 respondents for the gamified email campaign. 
The interviews were designed as a 5-7minute round of conversation with each respond-
ent and information was gathered by answering a list of total 5 questions. It was f ound 
difficult to find people available for the interviews and even more to grab the interviews 
as a part of the research. As a result, none of them was grabbed and we tried to  keep it 
the simpler possible as for the respondents to don´t feel like they lose a lot of their time 
on it and that from our side we have created clear questions to get clear answers as well. 
The questions selected were: 
Table 2: Interview questions selected 
Items Questions Constructs 




2 Could you share with me 3 first feelings you had after the interaction 
with the campaign? 
Excitement  
Enjoyment 
3 Could you please explain the main reasons/f eatures that made you 
have these feelings? 
Excitement  
Enjoyment 
4 If this campaign was in the real world, would you share your experi-
ence/opinion 
with your friends regarding the brand or the products? 
Brand engagement 
5 Is there something that could make the campaign more interesting f or 
you?  
Would you change something in particular? 
Attention  
Enjoyment 
The selection of the specific questions was done based on the information and analysis 
we were looking for on this study. They were selected to fulfill the hypotheses set as the 
research items and to define the cognitive status and reception of the campaigns f rom 
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the users. As noted in the above table, the questions were based to the variables of our 
hypotheses. Meaning that each question was planned for getting qualified data infor-
mation that could be connected with the specific variables is was designed for. They 
were not based on the bibliography studied for this research, they were created from the 
general knowledge and experience gathered on the status of the subject. 
Further analysis on the answers given are presented below. There are two main clarif i-
cations that should be given. The first is that they are separated regarding the campaign 
A and campaign B. Secondly, the answers are selected quotes from the conversations 
done with the six respondents and are the parts that representing the most the general 
idea provided for the given question. The data are presented on the tables below: for the 
first table there is the gamified campaign quotes noted.  
Table 3: Interview quotes – Gamified Campaign 
Question Gamified Campaign 
1 "No idea, you have given a nice introduction, i could give you 
that!! Big things were expected!!" 
"I don´t really knew what to expect on that time…i would say that 
something like a new approach or a complete new standard for a 
newsletter" 
"a different style of a newsletter....a combined sm promo with e-
mail marketing"  
2 "surprised, interested and enthusiastic with the idea" 
"had a really good time, didn´t expected that much" 
"very interesting, room for improvement, great idea" 
3 "you can play daily...update the score and the chances to win and 
compete with my friends sounds great" 
"it was like playing a game based on the brand and with actual win-
ning of prize or something…" 
"...I would really like to see a complete version of the idea out in 
the market" 
4 "of course, it would be really fun!!" 
"it depends on the incentives provided…if by inviting friends i 
would lose chances to win then no…!!" 
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"Depends on the final version, probably yes" 
5 "I would prefer it if it would be easier to go from the one game to 
the other directly, without having to go back to the main menu" 
"maybe to have different games every once in a while, different 
prizes" 
"to be able to connect with more accounts, the email connection 
seems a bit tiring"  
On the second table below, you can find the answers provided for the traditional cam-
paign. 
Table 4: Interview answers – Traditional Campaign 
Question Traditional Campaign 
1 "to tell you the truth i was expecting different things than what i got!!" 
"we are friends i would tell you the truth, you could give me the other 
campaign to be more interesting" 
"i had expectations but i got the traditional campaign which probably 
wasn´t built so good!!" 
2 "boring, boring, waste of time" 
"boring, just wanted to finish" 
"boring, not interesting" 
3 "it was just a usual newsletter like the ones i directly delete" 
"if it was in my mailbox, i won´t even open it" 
"not interested in the news or discounts provided" 
4 "no" 
"of course not" 
"don´t think so" 
5 "different approach, not always the same" 
"to change it completely" 
"add more features, different products maybe, style" 
All of the respondents were given sufficient information regarding any questions or 
doubts they might have and the main purpose of this process was to collect more f eed-
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back regarding the user experience and to evaluate how the differences between the two 
campaigns was perceived by the users.  
On the next paragraphs of the study, it is mainly detailed the designing process. It is ex-
plained how the design stages were developed, what tools and applications were used 
and the details for the development of the prototypes are analyzed. 
3.3 Prototyping of marketing campaigns 
For the design of the mail campaign prototypes we selected the Mail Chimp website and 
for the design of the gamified email campaign the Easy Promos platform. What is more, 
for the integration of the gamification elements on the gamified email campaign the in-
tention was that we used the API between Mail Chimp and Easy Promos in order to 
have a direct connection between the two interfaces for the building of the e-mail proto-
types.  
Regarding the market field and the products taken into consideration for the design of 
the prototypes, we used Danone company examples. Especially given attention to  the 
plant-based products which are in huge trend, the protein yogurts and the desert yogurt 
products. The ideas and products form part of simple examples that can be easily be 
found online. The idea for these products was taken into consideration due to  existing 
professional relationship with this company. A secondary reason was to  f ind globally 
known products that won´t make any huge impact on the feedbacks of the audience.  
In the final material of the research, what was managed was the initial and classic e-
mail campaign to be designed in Mail Chimp using the basic templates provided by the 
platform. While for the gamified approach, a prototype to be designed in Easy Promos 
platform through which access was given to the users to interact with. Later on, further 
connection between the two platforms for the building of the e-mail campaign with the 
gamification features designed can be achieved by making use of the API interface. 
This is an application programming interface which provides interaction and inter-
change of data between different applications. In other words, this is what makes possi-
ble for the gamified marketing campaign to be designed and combine both gamification 
features and e-mail campaign structure. 
-26- 
 
Figure 4: example of the API provided for Easy Promos integration in Mail Chimp platform 
3.3.1 Traditional e-mail campaign 
For the traditional e-mail marketing campaign, as mentioned before, the basic, standard 
templates given in Mail Chimp Free package were used in order to capture the proto-
type to be sent to the users. The platform is providing a lot of different solutions and the 
designers have a lot of options.  
 
Figure 5: example of MailChimp newsletter designing interface 
For the purpose of the current research, a simple newsletter structure was designed with 
the aim to promote the brand awareness, new products and to gather attention by 
providing discounted products. There was no intent to create a special version of a 
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newsletter neither to spend too much research time in the designing phase. From the 
other hand, it was intended to build a normal, usual newsletter prototype to  be shared 
with the users. 
 
Figure 6: Screenshot of the traditional marketing campaign 
On the final step, in order to send the e-mail, we expected to firstly have the confirma-
tion by the user and then we were proceeding on sending it to the specific e -mail ad-
dress. Once the users received the e-mail and notified by our side, they had maximum 5 
minutes to interact with it and to gather their opinion. 
As the 5 minutes were passed and the above process was finalized, we were contacting 
again the user by sharing the questionnaire to be completed.  
3.3.2 Gamified e-mail campaign 
For the gamified e-mail campaign, the Easy Promo platform was used for the designing 
and execution part. It provides direct API connection with mail chimp which is the plat-
form used for the e-mail marketing building part. With this connection the implementa-
tion of the gamified prototype inside the e-mail structure was possible to be achieved an 
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it also accelerated the process. The gameplay was approached to be based on the fun 
environment and on providing information regarding new products  of the brand. The 
goal for the user was to solve the puzzles in the less time possible in order to win the 
discounts and prizes.  
 
Figure 7: example of the welcome page in the gamified e-mail prototype 
In the beginning of the interaction, the users had to create a user either by completing 
their e-mail address and verifying it or by using the social media accounts to  connect. 
That way they could also share their scores and compete with their friends in the social 
media platforms providing in the engagement part of the process. Then, they were of -
fered a choice of three different tasks to complete, each one with specific intents to 
spend through the day. Each task consisted of several puzzles which contributed points 
to the overall score. 
 
Figure 8: example of the participation stages and games provided 
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The design and overall look of the gamified system were selected by the analysis of ex-
isting text-based games and solution-based games. The platform provides a variety of 
these games scenarios and the designer is free to base on it and evolve it in the ver sion 
he wants. Examples of text and solution-based games are graphic adventures, textual 
adventures and games that have puzzle qualities. The tasks were accompanied by a tim-
er and the structure of the game was based on solution games in which a player should 
solve a puzzle or quiz faster than the competitors. The total experience in the gamif ied 
solution included personalization, time constraint, and scoring mechanism and was op-
erationalized using these game elements: the user, timer and points. The timer appeared 
when participants were starting to compete in the games and the points were assigned 
based the correctly answered questions together with the time to complete remaining. 
 
Figure 9: example of the leaderboard page inside the gamified approach 
For the accurate and effective execution of this approach to meet the goals and chal-
lenges that were initially established, there were three key attributes taken into consid-
eration: 
1. The gamified prototype to be directly assessed when the e-mail was opened. 
Meaning, the game to run smoothly once the user was opening the e-mail. 
2. For the gamified prototype to be run on an instant, it should be light for the 
hardware and use of small data. 
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3.  Loading and waiting time should be kept in the minimum in order to fulfill with 
the goals of the research and gather the user´s attention and consequently bring 
his excitement and enjoyment. 
It is easy to understand that the three above mentioned attributes are correlating with 
each other and succeeding in one, automatically brings the success onto the others.  
 
Figure 10: Screenshots of the interfaces in game 1 and 2 
Providing that these attributes are met in the building of the prototypes, the hypotheses 
we based the whole research would bring higher efficiency and the results gathering 
would be unbiased on a much higher level possible. It is very interesting to see how this 
is perceived and comprehended with the help of the statistical analysis.  Further images 
and screenshots of the games and its interfaces are provided in the Appendix section. 
The data gathering in the research method analyzed above forms the basic part of these 
studies. The data collection process as well as the data analysis methods f ollowed f or 
the interpretation and measurement of the research items is further developed and ex-
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4 Data Collection and Analysis 
On the previous chapters, we have seen how we have proceed on defining the theoreti-
cal background, we have clarified the research methodology followed, we have ex-
plained and set the tools used for the development of the prototypes and the survey and 
finally we have identified the main hypotheses that we need to analyze and research for. 
On the following part of the study, we will dig deeper on the data collection and analy-
sis part and we will explain in detail the statistical analysis executed in order to  prove  
our research hypotheses. 
4.1 Data Collection 
As the basis of the research has been constructed and the prototypes of the campaigns 
have been designed, the following part of the process is to collect the data. Data collec-
tion forms the most basic part on every research made and is the necessary part f or the 
correct analysis and interpretation of all the idea of the study. What is more, as we saw 
in the beginning of our research and the literature review, collection of data appears to  
be the holy grail for today´s marketing world and the consistent advance of technology 
now provides us with the tools to do so. 
The majority of the online world can nowadays track and provide indefinite datasets to  
the administrator users. Technology now permits the data gathering and analytics con-
sistently and that is especially useful for the aim of the researchers, marketers, designers 
and whole companies. It is crucial for any marketer that all the designing platforms, 
marketing channel interfaces and feedback collections tasks would provide them with 
unlimited data, dataset preparation and analytics on the data gathered. Powerful tool that 
have provided the marketing world with a whole different perspective over the last ten 
years. 
The applications and platforms selected for this study are not escaping the trends of the 
market. All designing phases of our prototypes and feedback collection tools are gather-
ing data and even provide us with analytics. So, all applications selected on the design-
ing phase have provided us with all information regarding the users, the time spent on 
-32- 
the prototypes and all source of information that supports the further analysis according 
to the needs and necessities of each study. All platforms used, mailchimp, easypromo s 
and google forms are providing with all these sets of data and predetermined analytics 
information. 
For the purpose of our research we have concentrated on collecting data and infor-
mation from google forms platform in order to support our research hypotheses and ex-
amine the basis and arguments of our study. For the UX design and Engagement of the 
users in the different campaigns created we wanted to focus on the end user feedback 
provided through the questionnaire and the interviews. That way we could measure and 
examine our research hypotheses and use statistical analysis to prove them. 
It is extremely important for research purposes that we would be able to create the pool 
of our data, test and edit our datasets and finally use statistical analysis and information 
connection to support our research analysis and further provided results. All data gath-
ered from the user´s answers were initially divided to the campaign they belong, then 
validated for bias and null data. This is a very important step in order to clear our data 
and avoid any misrepresentations of data or other bias that may influence the f inal re-
sult. Finally, we categorized the data in groups according to our hypotheses and statisti-
cally examined them in order to prove, or not, the statements on which this study was 
based on.  
To be stated for further researches, both designing platforms and google forms applica-
tion are providing analytics dashboards and data regarding the interaction with the user 
and are available for edit and statistical analysis by the researcher. An example is pro-
vided below, but for the purpose of the specific research there was no need to look 
deeper on these data, neither to statistically analyze them. 
 
Figure 11: Example of the analytics provided in Easy Promos platform 
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4.2 Data Analysis and Results 
The second and most important part of the data research has to do with the categoriza-
tion and analysis of the datasets. The application of logical and statistical analysis to 
evaluate and test the data forms a crucial part in all researches. An essential part of eve-
ry study is ensuring the data integrity by applying an accurate and appropriate analysis 
on the research findings. Basic parts on this process are the data collection, data clean-
ing and organizing in sets which we have seen in Data collection part described above.  
On this chapter we will proceed on applying logical and statistical analysis on our data 
based on the initial hypotheses that we are aiming to prove in our research.  The logical 
data analysis part is to be applied on the qualitative data collected from the interviews 
set and by the generic knowledge and experience on the area. The statistical analysis is 
to be applied on the quantitative data collected with the questionnaire and are already 
divided and set up for each campaign. Both ways of analysis are to be used for the  end 
user feedback collected and are to measure the UX experience provided as well as the 
engagement of the user to each campaign. 
4.2.1 Logical Analysis – Qualitative Data 
As mentioned before, we will use the field experience and knowledge  to  evaluate the 
answers received for the interview questions. As interviews are providing us with quali-
tative data, a narrative and deductive approach analysis has been followed to evaluate 
them. By this, it is meant that the questions that formed part of the interviews were pre-
determined for the scope of the research methodology followed on this study.  
As shown on the previous chapters, there were six interviews conducted with the users 
right after their interaction with the prototypes. Three of them have interacted with the 
traditional email campaign and the other three interacted with the gamified campaign 
approach. The same five questions were asked, and the quote answers selected as the 
main statements of each user has been presented on table 4 and 5 respectively. Follow-
ing these steps, it was natural to have the data arranged and organized according to  the 
questions and the campaign they were about. 
For the evaluation and interpretation of the data, the answers were already categorized 
so that the interpretation of the results could be easily done following the research items 
of the study. For the data collected to be reliable, it is noticed before that the six  users 
-34- 
selected were given enough knowledge and instructions regarding the subject of the re-
search and they were volunteered to participate. 
This part of the research gives light to the details and the real feelings that the users had 
during and after their interaction with the prototypes. This type of analysis provides 
richer data as the respondents are free to express their opinions outside of the box thing 
that leads to more information. Additionally, it provides a view from the customers as-
pect and enriches the quantitative data collected with the questionnaire. 
4.2.2 Statistical Analysis – Quantitative Data 
For the quantitative data collected f rom the questionnaire, the statistical analysis and 
mathematics has been used. There are some basic tasks needed to be realized prior the 
statistic formulas to be used and are necessary for the integrity of the results and the un-
biased interpretations of the data. 
For the statistical analysis, mainly Microsoft excel application was used. Is an applica-
tion which can be used for multiple tasks, one of which is statistical analysis and formu-
las. For some tests there was also IBM SPSS application used which is a standard appli-
cation for researchers and statistical analysists. The data to be assessed were all gath-
ered by Google forms application on which the questionnaire was designed. This google 
application provides both design possibility and results gathering task and it helps a lot 
by providing analytics of the data and additionally extract of the data in  different f or-
mats. 
For the purpose of this study, the results of the questionnaire were extracted in excel 
file. There were two extractions made, one for the traditional campaign and another f or 
the gamified approach. Both datasets were edited to be in the exact same format and fil-
ters set in order to provide the same aspect for both. What is more, the analytics pack 
was used in order to extract provided graphs and tables, but only serving for each cam-
paign itself and not for further combination of data or comparison between the two 
campaigns.  
Once the data collected were set, filtered and presented on the same format, the data 
clearance task was taken part. By this, as explained on data collection part and also in  
the paragraphs above, it is meant the monitorization of the data lines one by one in order 
to standardize the integrity of the data and avoid any bias or misinterpretations of the 
data. For the scope of our datasets, the n=61 respondents collected out of which only 1 
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set of answers was considered biased and it was excluded by the statistical analysis and 
results. The specific set of answers characterized as void because of the consistency of 
the answers in both negative and positive questions asked. Various questions selected 
on the questionnaire had negative aspect for the UX. As a result, providing the same 
answers in a Likert scale question set where negative and positive questions are appear-
ing, means that the answers are biased and must be excluded by the data pool. 
Providing that our data sets are now clear for further analysis and that our hypotheses 
has already been developed and explained in chapter 3 of this study, the following tests 
were taken place. Firstly, the analysis started by running a reliability test f or the ques-
tions used in the UX feedback questionnaire with the Cronbach Alpha method. Using 
SPSS for the metric test, the Cronbach Alpha test was performed. As we have the same 
questionnaire for both campaigns, we run the test for both data sets.  According to  the 
theory a score of at least 0,60 is considered acceptable and a score of at least 0,70 is 
considered a good reliability 
For the Gamified Campaign data set, checking the table Reliability Statistics we see that 
the variables selected to measure are reliable as the level of Cronbach Alpha was 0,738.  
Case Processing Summary 
 N % 
Cases Valid 30 100,0 
Excludeda 0 ,0 
Total 30 100,0 





pha Based on 
Standardized 
Items N of Items 
,738 ,754 19 
Figure 12: Cronbach Alpha test for Gamified Campaign 
On the other side, for the traditional campaign now, running the test and checking the 
table Reliability Statistics we see that again the variables selected to measure are relia-
ble as the level of Cronbach Alpha was 0,705. So, getting this result for both campaigns 
and the specific variables on the samples are indicating a good level of internal con-
sistency for the scale.  
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Case Processing Summary 
 N % 
Cases Valid 30 100,0 
Excludeda 0 ,0 
Total 30 100,0 





pha Based on 
Standardized 
Items N of Items 
,705 ,706 19 
Figure 13: Cronbach Alpha test for traditional campaign 
After proving that the questions prepared in the UX feedback questionnaire are correct 
and consistent for the sample we could proceed on testing our hypotheses. 
For testing our hypotheses, we will have to measure the descriptive statistics and run a  
t-test. Now for the clarification and distinction of our independent variables we will use 
the information provided on chapter 3. As described, the 19 questions selected are di-
vided into 4 different categories which form our independent variables. Regarding our 
hypotheses developed, these variables are set to be the Attention, the Excitement, The 
enjoyment and the Brand Engagement. What needs to be done on the next steps are to  
measure the statistics for each campaign and then run a t-test for our independent varia-
bles in order to compare the means between the two campaigns. 
Regarding the descriptive statistics and the scale means for each campaign, the meas-
urement has been done in Excel. To do so, we needed to transform the data in  order to  
be able to be used for statistical analysis and secondly for validation of the answers pro-
vided. By this we mean that the Likert Scale values should be transformed to values 
represented as -2 for the most negative answer, 0 for the answer in the middle and +2 
for the most positive answer. For this transformation two simple excel f ormulas  of IF 
were used, one for the negative values (=IF(Data1!AB6>0;3-Data1!AB6;"") and one for 
the positive values (=IF(Data1!AA6>0;Data1!AA6-3;"") 
Another aggregation of data was then made using the questionnaire. As the questions 
selected for the 4 independent variables were randomly allocated within the qu estion-
naire, we needed to select the questions representing each variable and aggregate them 
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at scale means per person. To do so another excel formula was used 
(=IF(COUNT(A4;E4;F4;K4;O4)>0;AVERAGE(A4;E4;F4;K4;O4);"")). This way we 
could have the aggregation of the answers of each respondent per average variable. 
After the transformation of data was made, then for each independent variable it was 
calculated: 
• The n (the total number of the sample) 
• The mean value (the average value of the sample for the specific variable) 
• The standard deviation (for the accuracy with which the sample represents the 
population) 
• The confidence level (showing that for 95% it is probable that the values will be 
between the mean value +- the confidence value) 
• The confidence Interval (showing as described above the minimum and the max-
imum of these spaces) 
On the tables below the values are appearing as calculated for both campaigns: 
Scale 
campaign A - GAMIFIED E-MAIL 
Mean STD N Confidence 
Confidence Inter-
val 
Attention 0,83 0,46 30 0,17 0,66 0,99 
Excitement 0,98 0,45 30 0,16 0,82 1,14 
Enjoyment 1,23 0,43 30 0,15 1,07 1,38 
Brand Engagement 1,12 0,31 30 0,11 1,01 1,23 
Figure 14: Descriptive Statistics for gamified Campaign 
Scale 
Campaign B - Normal newsletter 
Mean STD N Confidence 
Confidence Inter-
val 
Attention -0,80 0,45 30 0,16 -0,96 -0,64 
Excitement -1,20 0,35 30 0,13 -1,33 -1,07 
Enjoyment -1,22 0,36 30 0,13 -1,35 -1,09 
Brand Engagement -0,87 0,45 30 0,16 -1,03 -0,71 
Figure 15: Descriptive Statistics for traditional Campaign 
What it is important to see, is the differences appearing between the two campaigns. 
The main value we could check is the mean value was, it is clear the contradiction be-
tween the results of the two campaigns. What is very helpful to see is the illustrated ver-
sion of the above tables, where this difference is more than clear. 
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Figure 16: The comparison between the means of the two campaigns 
Having calculated and depictured the main statistics for both campaigns the differences 
can now be easier identified. On the next step we will examine the t-test for each varia-
ble in order to find out if there is a significant difference between the two campaigns in  
the figures. To do so, we need to develop again our hypotheses, this time for statistical 
analysis purposes. What is more, there are three assumptions that should be taken into 
consideration before running the t-test.  
• Independent observations. This holds if each case represents a different person 
or other statistical unit. This seems to hold for our data as we are talking about 
different persons responding the questionnaire. 
• Normality: the dependent variable must follow a normal distribution in the pop-
ulation. This is only needed for samples smaller than some 25 units  so we can 
consider it cover for our purposes as we have samples of 30 units. 
• Homogeneity: the standard deviation of our dependent variable must be equal in  
both populations. We only need this assumption if our sample sizes are unequal, 
so again we can consider it covered as we have equal size of samples f act that 
will be appeared in the results as well. 
Now proceeding with the realization of the test, for the Attention variable, we need to  
redefine the initial hypothesis for the SPSS t-test so that we would have: 
Ho: There is no difference between the attention measured in traditional campaign and 
gamification campaign. 
H1. Attention measured in traditional campaign is different than the one measured in 
Gamification campaign. 
Now running the t-test we get the following figures. 
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Group Statistics 
 
Campaign N Mean Std. Deviation Std. Error Mean 
Attention Gamification 30 ,827 ,4631 ,0845 
Traditional 30 -,800 ,4518 ,0825 
 
 
Figure 17: T-test in SPSS for Attention variable 
We see now that in the column sig. we have 0,963 value which concludes that the ho-
mogeneity of our samples is valid, and we have equal standard deviation in both of our 
samples. Checking out the sig. (bilateral) figure we have a value < 0,001. If the p value 
is > 0,05 then the conclusion appearing is that the means of the two populations are 
equal. Here we have the opposite result, p value is < 0,001 meaning that the null hy-
pothesis is rejected. As a result, Attention measured in traditional campaign is signif i-
cantly different than the one measure in Gamification approach. This validates our hy-
pothesis and it helps us conclude in the following statement: 
Gamification campaign gathers a higher attention level for the users than the tradition-
al campaign. 
For the excitement variable, the redefinition of the hypothesis would be: 
Ho: There is no difference between the excitement level measured in traditional cam-
paign and gamification campaign. 
H1. Excitement level measured in traditional campaign is different than the one meas-
ured in Gamification campaign. 
Running the t-test in SPSS we will get the following results. 
Group Statistics 
 
Campaign N Mean Std. Deviation Std. Error Mean 
Excitement Gamification 30 ,9833 ,44978 ,08212 





Figure 18: T-test in SPSS for Excitement variable 
We see now that in the column sig. we have 0,332 value which concludes that we have 
equal standard deviation in both of our samples. Looking at the sig. (bilateral) figure we 
have a value < 0,001, meaning that the null hypothesis is rejected. As a result,  Excite-
ment measured in traditional campaign is significantly different than the one measure in 
Gamification approach. This validates our initial hypothesis and it helps us conclude in  
the following statement: 
Gamification campaign gather a higher excitement value for the users than the tradi-
tional campaign. 
For the enjoyment variable, the redefinition of the initial hypothesis made in  chapter 3  
would be: 
Ho: There is no difference between the enjoyment level of the respondents influencing 
their reactions between traditional campaign and gamification campaign. 
H1. Enjoyment level measured in gamification campaign is higher than the one meas-
ured in the traditional campaign 
Now looking at the results of the t-test, we would have the following: 
Group Statistics 
 
Campaign N Mean Std. Deviation Std. Error Mean 
Enjoyment Gamification 30 1,2250 ,43227 ,07892 
Traditional 30 -1,2167 ,36397 ,06645 
  -41- 
 
 
Figure 19: T-test in SPSS for Enjoyment variable 
Once more, the figure Sig. is 0,864 proving that the homogeneity of the samples is valid 
for both campaigns. The Sig. (bilateral) value again tends to be zero, p value is < 0,001 
meaning that the null hypothesis is rejected. There are significant differences between  
the Enjoyment value measured in the gamified approach and the enjoyment measured in 
the traditional campaign. 
Gamification campaign develops a higher enjoyment value for the users than the tradi-
tional campaign. 
For the last variable of our metrics, the brand engagement, we would redefine the hy-
pothesis as following: 
Ho: There is no difference between the engagement of the respondents in the brand ad-
vertising the campaign between the traditional and the gamification approach. 
H1. Brand engagement of the users exposed in the gamification campaign is higher than 
the one measured in the traditional campaign 
The results of the t-test were the following: 
Group Statistics 
 
Campaign N Mean Std. Deviation Std. Error Mean 
















Figure 20: T-test in SPSS for Brand Engagement variable 
The same picture is appearing for the case of brand engagement as well. The figure Sig. 
is 0,113 proving that the homogeneity of the samples is again valid for both campaigns. 
The Sig. (bilateral) value as usual tends to be zero, p value is < 0,001 meaning  that the 
null hypothesis is rejected. As a result, we can conclude that there are significant differ-
ences between the Brand Engagement measured in the gamified approach and the tradi-
tional campaign. 
Brand Engagement feeling of the users shown the Gamification campaign is higher than 
the traditional campaign. 
In the analysis described above, it has been made some important statements and led to  
very clear conclusions. In the following chapter and final for this study, the f urther re-
sults and interpretations will be presented in a more detailed way and the final state-
ments based on our research will be developed. 
 
  -43- 
5  Interpretation of Results 
We have seen on the previous parts of this study, what is the current situation in the dig-
ital marketing world, how the gamification is gaining space and how this could af fect 
the whole background. We have seen which were our main ideas, how we developed 
them and make our hypotheses. The designing phase and the building of the prototyp es 
for the two different e-mail marketing campaigns.  
Finally, we have seen how the end user valued the experience with the campaigns, how 
we gathered all the data regarding their feedback and ultimately , how we tested and 
proved our hypotheses with statistical analysis. Below we will present the main results 
and interpretations provided from all the above-mentioned work and we will make an 
evaluation of the future of the field. 
According to the research and analysis provided on this study, Gamification developed 
for digital marketing does produce positive effects and benefits in the user experience  
and engagement of the users. That was the main objective of this thesis and we are very 
proud to have proved our hypotheses and to be able to present and summarize the f ol-
lowing results coming from the interview sessions and the questionnaire´s results analy-
sis.  
5.1 Interview Results 
Regarding the interview sessions, we have seen in chapter 3 of this study how it was 
developed, the questions asked, and the main quotes noted from the user´s feedback.  
As for the user experience enhancement, we have resulted that the cognitive perspective 
of the users is aroused on a higher lever when gamification elements are supported i n  
the digital marketing campaign. This was firstly logically proved through their com-
ments, it is easily understandable that for the gamified approach, they have been more 
excited and enthusiastic than the traditional campaign. Some of the quotes describing 
their euphoric status were: “surprised, interested and enthusiastic with the idea”, “had a 
really good time, didn´t expected that much”). While for the traditional approach the 
main comments noted were: “boring, boring, waste of time”, “boring, just wanted to 
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finish”. It is easily noted that the difference between the two campaigns is astonishing. 
The gamification campaign aroused a more enthusiastic and exciting mental status f or 
the users providing even more benefits. 
Continuing with the benefits, this state of emotions brought higher attention rates and 
finally the preferred enjoyment to end user. As it was mentioned in their responses: 
“you can play daily...update the score and the chances to win and compete with my 
friends sounds great”) On the other hand, the same questions for the traditional ap-
proach gathered the following comments: “it was just a usual newsletter like the ones i 
directly delete”, “if it was in my mailbox, i won´t even open it”. These are simple 
statements that are making easy to understand the difference in the feelings and experi-
ence of the users. These comments are enriching the insights of the campaigns and are 
providing real hints for the emotional state of the end users. No question why the evalu-
ation of qualitative data is necessary for the deeply understanding of the user´s mentali-
ty. 
Talking about the engagement of the user with the brand and the campaign, we have 
concluded that gamification elements are helping to engage the user to the campaign but 
also to the brand. Quoting some responses for the question asked: would you share your 
experience with your friends: “of course! it would be really fun”, “Depends on the final 
version, probably yes”. On the other side, the negative answers provided for the tradi-
tional approach (“No”, “Of course not!”) underline even more the differences and make 
the result clearer. This huge difference shows that the users in the gamification cam-
paign really felt like they wanted to participate more to the promotions. They would like 
to share their experience in their social media accounts and their friends in order to  en-
hance the total experience and win more prizes.  
Interpreting the answers on the last question of the interview, regarding corrections or 
improvements needed for the gamification campaign, we note that the users wanted 
even more. We noted down all of them for further investigation and development in the 
for coming researches. Deeper analysis will be made and the development of the proto-
types we will take into consideration the recommendations made. In the end, the user is 
the king and the experience that he has with the digital marketing strategies is the main 
aspect that every company wants to improve and, why not, to perfect. 
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5.2 Questionnaire Results 
For the questionnaire results we have seen both the development of the hypotheses and 
the analysis of the data collected in chapter 3. By measuring 3 main user experience at-
tributes and the brand awareness of the users we have gathered important knowledge 
and developed various statements which would be our final testimony through this res-
arch.  
To begin with the interpretation of the statistical analysis followed the feedback collect-
ed through the questionnaire, we found significant differences between figures gathered 
by gamification model and the figures gathered in the traditional approach. Previous 
researches and studies on which we mainly based our methodology and models did not 
present such differences between the two. This appears more on the descriptive analysis 
on the statistics with most clear example the figure 13 on chapter 4 of this study where 
the means of the independent variables in both campaigns are compared. Is the first 
time, at least in the bibliography used in this study, that we experienced results with 
completely clear distinction between the variables appearing positive in the gamified 
approach and negative in traditional approach.  
We base this result mainly in the fact that it is probably the first time that gamif ication 
is tested and researched as a clearly digital marketing tool to be used in e-mail market-
ing channel.  This channel is one of the most popular among marketers and brands and 
it is used for more than 20 years now. Is one of the first channels that the users got used 
to and trained a lot with it meaning that most of them has experience on it. E-mail mar-
keting was always a mystery for the marketers as it is a tool than in the highest level is 
based in the users´ interpretation, state on that moment and experience. Getting these 
results means that maybe gamification could be the solution for maximizing the result s 
for any brand by improving the experience of the users and providing a completely dif-
ferent environment for interaction which will engage the them to the product advertised 
but also the brand. 
Looking deeper into the independent variables performance through the statistical anal-
ysis we could recognize how our interpretation of the results is proved mathematically  
as well. With our first metric and hypothesis based on the attention of the users we saw 
that gamification scored higher numbers at has significant differences than traditional 
campaigns. This comes in total harmony with our theoretical part and research showing 
that gamification elements and features provided in a marketing environment can, actu-
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ally, affect the UX by increasing attention levels. Gathering user´s attention is one of 
the main tricky points and headaches that marketers face up with in today´s world and 
gamification could absolutely give the answers on it.  
If we check the excitement variables and what were the results in the statistical analysis, 
again our initial hypothesis was proved. Gamification provides cognitive reactions to 
the users that affects their state and results in creating higher excitement levels than the 
traditional approach. Once more, theory comes true regarding excitement levels thing 
that provides us with the insight that gamified approaches would give the feeling, the 
experience and the outcomes that bring excitement to the users. It could be based on 
that everything new or different makes us feel excited and we are eager to interact with 
it in a different way. It is the same situation for the e-mail marketing. The users are used 
to, and we could also say tired, interact with the same e-mail formats and ideas that the 
gamification features provided brought a completely different point of view and in-
creased their excitement. 
For the enjoyment variable of our research, again statistical analysis brought light and 
proved our hypothesis. Gamification does provide higher enjoyment than the traditional 
campaign. This means that as theory provided in the beginning of our study, gaming 
structure and elements can cognitively enhance the experience that every user has. 
Gamification relates to enjoyment feelings as this is the basic feature and the root of the 
games, for the users to enjoy. What better result for any brand, that to know that provid-
ing them with a complete experience like is shown in our prototypes, could bring higher 
enjoyment levels to their audience. That would automatically involve and affect our last 
variable as well.  
Brand engagement is one of the results and winnings that any marketer could provide 
by affecting the user experience as demonstrated above. Of course, it is always come in 
pair with the nice and interesting content but not the opposite. Interesting content itself  
cannot provide user experience enhancement neither to stimulate cognitive results to 
them. It is necessary to arouse either the attention of the user or create excitement or to  
provide an enjoying feeling to the audience. That part was the one less researched and 
studied as we saw in our literature review. Meaning that gamification could actually 
provide higher brand awareness and engagement through the better user experience 
provided. This is the holy grail for the marketers, as understanding that they would be 
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able to upscale the marketing tools and open a new window for the user experience to  
affect digital marketing.  
There is a huge room for further research on this matter. It will always be as the tech-
nology evolves and we as marketers and researchers have more power. In  addition to  
that, experience and data gathering will always improve the possible analysis to be 
done. Further analysis on gamification applied in different marketing channels seems, 
absolutely, necessary in order to advance with this study. Furthermore, gamification 
could be researched deeper on what has to do with e-mail marketing in order to take in-
to consideration even the gender, the age or the different types of approaches that could 
be provided. Research part never ends, and gamification is promising a lot to  the way 
that digital world should be approached. 
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6 Conclusion 
For our conclusion we could say that looking up to the work done for subject and the 
research made for this thesis, we can be certain about the development of our ideas. In  
addition to that, we feel proud to be given the opportunity to provide our results and f or 
the whole study and the intention provided in all this journey. 
We began by providing information regarding the current status of the digital marketing 
field and the trends leading today´s environment. Then, we fully developed the term 
gamification and its definition in the existing channels. Moving on, we explained how 
these two terms could be combined and what would the digital market win from the im-
plementation of the gamification elements within its attributes and characteristics. Con-
cluding on describing the end user experience that would be provided from the addition 
of these attributes on the current marketing channels. For the purpose of our research 
and the realization of the above explained status, we developed two different prototypes 
of e-mail marketing campaigns. The collection of data took place and the results were 
finally analyzed with the help of statistical tools.  
All the above-mentioned research took place in order to prove our initial target and hy-
potheses. Gamification elements and features are enhancing the user experience and are 
helping to score higher engagement score. For the digital marketing world, the target is 
providing a better user experience by reaching the audience with an interaction which 
will stimulate their cognitive state, that will gather their attention and that will finally 
bring excitement and joy. For the business world, the target is to gather audience and 
the win in product and brand awareness and finally engagement. What is proved that 
gamification does is providing the tool to the marketers to achieve their target and on 
the same time providing what the businesses want, to gather audience and engage them 
to their brand. 
The theoretical part and previous studies were clear about the user experience part but 
never before so clear regarding digital marketing channels and especially e-mail market-
ing. For the engagement of the users the theoretical part was not fully  covered but we 
hope that this research has provided some important insights and ideas for its further 
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development. Changing the way digital marketing is affecting the audience could be 
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A2: Traditional E-mail prototype 





A2: Gamified E-mail prototype 
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